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Abstract This study identified the impact of augmented reality advertising on attitude toward
advertising and memory according to the type of presence and flow level. The presence (cognitive,
emotional, media) and flow level (high vs. low) of the augmented reality(AR) advertising were set as
independent variables and analyzed by Two—Way MANOVA. As a result of the research, first, the
augmented reality advertising attitude was positive when the emotional presence and flow level were
high. Second, when the flow level is high, the ARM such as product attribute information increases, but
when the flow level is low, the evaluation—oriented GRM increases. Third, emotional presence increases
GRM when the flow level is high, but ARM increases when the flow level is low. Fourth, the memory
effect was low regardless of the flow level. In the future research, it would be desirable to produce

augmented reality advertisements through virtual brands in the generalization of research.
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Fig. 1. Research Model
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Table 1. Result of MANOVA & ANOVA

MANOVA ANOVA
Effect | Wilks F ool df| Aad ARM | GRM
Lambda
A 30 | 3451 | 6 | 39.93% | 56.56%% | 37.35w
B 21 157.67++| 3 152.21%x | 220.21%% 50.44%x*
AsB | .37 | 27.30%% | 6 | 10.06% | 36.04% | 43.97%x

Note: #p<.05, *xp<.01
A: Presence/ B: Flow
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